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Abstract. Lifestyle is a growing industry in Bandung. Infinity Hair Pomade is a company 
based in Bandung that creating a business in Lifestyle industry with hairstyling as it’s 
specifically with target market of males who lived in Bandung with the main consumer aged 
15-35 years old. The industry has a great potential and currently dominated by Gatsby with 
more than 60 percent share in the market. Infinity Hair Pomade which is the new comer 
currently has no specific strategy to deal with the market leader, but it has a great 
opportunity to gain a huge market as long as they can get the consumer’s purchase intention 
and doing a specific strategy to deal with the market leader. This research conducted to see 
the affect of brand image, pricing, and perceived quality towards the purchase intention in 
hairstyling industry in Bandung. The total of 100 people becomes the respondents of this 
research with the criteria of living in Bandung and between 15-35 years old. The data were 
analyzed using multiple linear regressions since the study using three independent variables 
and one dependent variable. The findings show that brand image and perceived quality have a 
significant influence towards purchase intention of hairstyling industry in Bandung, 
otherwise pricing is not significantly influence the dependent variable. 
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1. Introduction 
 
According to Rudi Hadisuwarno (2005), 2005 is the growing year of hairstyling 
industry in Indonesia for both men and women’s hairstyling. Euromonitor 
supported the statement for men’s hairstyling industry in 2016, they stated that 
men are becoming progressively aware about their personal care. Bandung is one of 
the leading trends for fashion and lifestyle in Indonesia, it proved by the existing of 
so many distros and factory outlets existed that become the magnet for the tourists 
(antaranews, 2015). The trends existed in Indonesia are often started in Bandung. 
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Purchase intention is part of the buyer’s decision process by Blackwell, Engel, and 
Kollat (1968). There is a consumer’s intention between evaluation of alternatives 
and purchase decision. It is important for the company to gain the sales in the 
future. This research conducted to know the factors influence purchase intention 
in hairstyling industry in Bandung. 
 
2. Literature Review 
 
2.1. Purchase Intention 
Purchase intention can be described as consumer willingness and possibility to buy 
a certain product or services for themselves in the future after certain evaluation 
(MacKenzie et. al., 1986; Laroche and Sadokierski, 1994). Schiffman & Kanuk 
(2000) and Dodds et al. (1991) state that higher willingness to buy means higher 
purchase intention. It is important for marketing research and practice such as 
forecasting, new product testing, market segmentation, and advertising research 
(Infosino, 1986; Silk and Urban, 1978; Sewall, 1978; MacKenzie et. al., 1986).  
 
Purchase intention surrounded by four behaviors, they are thinking unequivocally 
to purchase the product, contemplate to buy the product in the future, to buy 
specific product utterly, and undoubted plan to buy the product (Jin and Kang, 
2011). Purchase intention arranged by the consumer’s experience, thoughts, 
feelings, and other external factors that become the consideration before making a 
purchase decision (Fishbein and Ajzen, 1975). Consumers purchase intention can 
be determine by their responses, feedback, and their involvement, the higher the 
consumers involved shows the high rate of purchase (Schiffman & Kanuk, 2000). 
The valuation of purchase intention mostly created after the consumers using the 
product or service, it is easier for them to make sure whether the product or 
service satisfied them or not (Rosser, 2015). 
 
Wang (2006) stated that higher purchase intention can be obtained by a higher 
brand image. Higher brand image can lead to consumer’s willingness to pay a 
higher price too. Price communicates the company’s intended value positioning of 
its brand, a premium price can be set after creating a well-design and marketed 
product, and also it becomes the main variable for the marketers to influence the 
consumers’ purchase intention (Chang & Albert, 1994; Kotler & Keller, 2016). 
Perceived quality has a positive relationship with the purchase intention too, the 
higher the quality perceived by the consumer, the higher the purchase intention 
too (Rust & Oliver, 1994). 
 
The marketers often use purchase intention as a tools to predict the sales as a 
practice of the previous researches that proof a positive relationships between 
brand image, pricing strategy, and perceived quality with purchase intention (Lin 
& Lin, 2007; Armstrong, Morwitz, & Kumer, 2000; Ibrahim, Kassim, & Mohamood, 
2013). 
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Figure. 1. Conceptual Framework 
 
2.2. Brand Image 
Brand image is the ways of brands pursuit the consumer’s psychological or social 
needs (Kotler & Keller, 2016). Aaker (1991) definition about brand image is an 
image that placed in the consumer’s mind that linked directly into the brand and it 
differentiated the brand with the competitor. In addition, brand image can also be 
a demand generator and becoming the basis of the further product extension. 
 
The association between the brand and the consumer’s mind characterized into 
three aspects: Uniqueness, strength, and favorability of the brand. Uniqueness of 
the brand association is the general personality reflection and conviction of buyers 
toward a specific brand with its unique qualities, for example, packaging, 
configuration, color, surface, and other abstract dimension. Strength of the brand 
association demonstrates the consistency of the brand information over time. 
Favorability of the brand association refers to the desire of consumer towards a 
brand (Lee & Wu, 2011; Mulugeta, 2012). 
 
In the hairstyling industry a brand can boost the brand image through many ways, 
for example, Gatsby appointed Nico which is the popular vocalist to be the brand 
ambassador of Gatsby in Cambodia. The brand recognition of Gatsby in Cambodia 
increased to almost 90% all over the country. In Indonesia, Adipati Dolken and 
Christian Sugiono are appointed to be the brand ambassador of Gatsby. The brand 
recognition also increased in Indonesia, but there still a room for the company to 
expand the market because many people have still never used Gatsby (Mandom 
Group, 2015). 
 
2.3. Pricing 
Basically, price is the amount of money charged to the customer to get a product 
or service, but now it defined as a certain value that customer gives to gain or 
using product or service, higher price associated with the higher value the 
consumer get. Price plays a key role in making customer value and creating a good 
relationship with the customer (Kotler & Armstrong, 2016). Based on the 
researches done by Tellis & Gaeth (1990) and Bloch & Black (1988) Higher level of 
purchase intention will come when a certain product set by the high price, for 
example the molding clay in Indonesia is a high priced product rather than the 
other hairstyling product, but the consumer still wants to buy this product with an 
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expectation of better performance rather than the other kind of product in the 
industry. High price set to the product does not always gives a positive relationship 
to the purchase intention, it contribute a negative relationship to the purchase 
intention when the product does not have any differentiation among the 
competitors (Dickson & Sawyer, 1990). 
 
2.4. Perceived Quality 
In general, quality described as the overall product superiority (Zeithaml, 1998). 
Superiority defined as the product or service’s characteristics that reflect on its 
ability to satisfy the implied needs (Kotler & Keller, 2016). Product perceived 
quality by the consumers defined as the estimation they have made relying on the 
whole set of the outer dimension of product or service provided (Grunert et al, 
2001). Direct influence made by the perceived quality towards purchase intention. 
Consumers have some perceptions about it before purchase the product. The 
purchase intention can be higher as well as lower after the consumers use the 
product, if the quality is high purchase intention will increasing as well (Rust & 
Oliver, 1994).  
 
3. Methodology 
 
3.1. Sampling and Data Collection 
This research involved 100 respondents as volunteers. The respondents give their 
answers through online questionnaire created by the author. The respondent 
selected based on their ages and domiciles. The respondent should be living in 
Bandung and aged between 15 and 35.  
3.2. Variable Measurement 
A total of 13 questions developed to capture the influence of brand image, pricing, 
and perceived quality towards purchase intention, brand image with four 
questions, pricing with three questions, perceived quality with three questions, 
and purchase intention with three questions. Each question measured by five-
point Likert scale. The scale interpreted as; “1” for strongly disagree; “2” for 
disagree; “3” for netral; “4” for agree; and “5” for strongly agree.  
3.3. Data Analysis Technique 
Data analysis techniques used in this research are classical assumption test and 
multiple linear regression analysis. Multiple linear analysis aim to know the 
relationship between variables and classical assumption test is the requirement to 
do the multiple linear regression analysis. 
 
The researcher uses the regression model as stated below: 
Equation 1 Regression Model 
 
Where; 
 = Purchase IntentionTowards Hairstyling Industry in Bandung 
 = Constant 
 = Coefficient of Brand Image 
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 = Coefficient of Pricing 
 = Coefficient of Perceived Quality 
Ɛ = Disturbance Term / Error 
 
4. Data Analysis and Results 
4.1. Multiple linear regression 
 
Table 1 Model summary 
 
Mod
el 
R R 
Square 
Adjusted R 
Square 
Std. Error of 
the Estimate 
1 .585a .343 .322 1.58258 
a. Predictors: (Constant), Brand Image, Pricing, Perceived 
Quality 
Table 1 shows the model has the R value = 0.585, R Square = 0.343, and adjusted 
R Square = 0.322. R Square indicates that 34.3 percent of the dependent variable 
which is purchase intention can be explained by brand image, pricing, and 
perceived quality. However, there are another 65.7 percent of the variation in 
purchase intention is explain by other factors.  
 
Table 2 ANOVA 
Model Sum of 
Squares 
df Mean 
Square 
F Sig. 
1 
Regressio
n 125.254 3 41.751 16.670 .000
b 
Residual 240.438 96 2.505   
Total 365.692 99    
a. Dependent Variable: Purchase Intention 
b. Predictors: (Constant), Brand Image, Pricing, Perceived Quality 
 
According to Table 2, the significance value is 0.000 which is below 0.05. It means 
that at least one of the predictors significantly contributes to the purchase 
intention towards hairstyling industry in Bandung. 
 
Table 3 Coefficients 
Model Unstandardized 
Coefficients 
Standardize
d Coefficients 
T Sig. 
B Std. Error Beta 
1 
(Constan
t) 4.161 .992 
 4.193 .000 
X1 .192 .066 .294 2.893 .005 
X2 .130 .102 .124 1.269 .207 
X3 .273 .089 .299 3.071 .003 
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a. Dependent Variable: Purchase Intention 
Based on Table 3, beta shows how important the factor influence purchase 
intention towards hairstyling product in Bandung, the higher the beta means more 
important the factor. Perceived quality becomes the most important factor with 
the beta of 0.273, followed by brand image as the second highest with the beta of 
0.192 and lastly the pricing with the beta of 0.130.  
 
The multiple linear regression equation formed as described below: 
Y = 4.161 + 0.192 X1 + 0.130 X2 + 0.273 X3 
Whereas: 
Y = Purchase intention towards hairstyling industry in Bandung 
A = Constant, value of Y when X become zero 
X1 = Brand image 
X2 = Pricing 
X3 = Perceived quality 
 
4.2. Result 
 
4.2.1. Influence of brand image towards purchase intention in hairstyling industry 
in Bandung 
Based on the findings the brand image has a positive influence towards purchase 
intention in hairstyling industry in Bandung. Brand image improvement of a 
certain product by the company make the purchase intention of the product 
become stronger. The other researchers such as Josephine Chepchirchir & Mark 
Leting (2015), Ling et. al. (2012), Jabran Aziz et. al. (2012), and Chi et. al. (2009) had 
studied the influence pf brand image towards purchase intention and all of them 
proved that brand image positively influence the consumer purchase intention.  
4.2.2. Influence of pricing towards purchase intention in hairstyling industry in 
Bandung 
The findings showed that pricing did not have a significant influence towards 
hairstyling industry in Bandung. If the companies increase the pricing aspect in 
their brand, it would not make the consumer’s purchase intention stronger in this 
industry.Previous study shows that pricing has a positive influence towards 
purchase intention such as Ling et. al. (2012), Chang et. al. (1994), and Chi et. al. 
(2009). The findings in this research have a different result about the pricing can 
be affected by the different context of the study.  
4.2.3. Influence of perceived quality towards purchase intention in hairstyling 
industry in Bandung 
According to the findings, perceived quality positively influence the purchase 
intention in hairstyling industry in Bandung.The increase of perceived quality 
means the stronger the consumers’ purchase intention too. Several studies support 
the findings such as Josephin Chepchirchir & Mark Leting (2015), Chang et. al. 
(1994), and Saleem et. al. (2015). They are all have done the study about perceived 
quality influence towards consumers’ purchase intention and the result are all 
significant. 
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5. Conclusion 
 
The findings show that purchase intention of the hairstyling industry in Bandung 
affected positively by brand image and perceived quality. Otherwise pricing is not 
the factor that affects purchase intention in the industry. The company in the 
industry should increase their brand image and quality to gain more intention 
from the consumers. Further researcher suggested to use other variables when 
doing a research about hairstyling industry because these three variables are only 
affected 34% of all factors affected purchase intention. It is suggested to gain more 
variation of respondents, this research mostly involved male with age between 20 
and 23 with the educational background of high school. More variations can 
increase the probability of different findings.  
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